Aim: To present an overview of the concepts of marketing and to examine ways in which they can be applied to health libraries.
Introduction
The status of health libraries within the health sector in Britain , specifically in the National Health Service (NHS) has been enhanced in recent years. Levels of library provision(often inadequate) came to be noticed when health service professions sought graduate status and basic and post registration professional education moved into further and higher education. Heightened impetus came from the demands of continuing professional and inter-professional education and lifelong learning, of research-, or evidence-based practice and problem-or enquiry-based education.. In response, libraries have become increasingly multi-disciplinary, collaborative and networked. The advent of the Internet has made information more immediately available to health professionals and the public. In the face of this competition, library managers need to market their services to actual and potential users.
Marketing is one of the strategic tools of management. Marketing a library service has the objective of engaging people in a relationship, which will encourage them to use the service and to continue doing so in the long term. It entails knowing or anticipating what users want, Marketing and health Libraries M. Wakeham 4 communicating to them what is available and being able to provide it to a level that is satisfactory to them.
Decisions have to be made about which services to provide and whether they can be delivered effectively and efficiently within the resources available. The range of services on offer represents the library's "marketing mix". It is a balance of the 4 Ps -product, price, place and promotion. Some authors like to add additional 'Ps', such as people or process. The balance of these factors for each client group may be slightly different so the library may have to target its efforts towards different parts of its customer base at different times. Marketing a library is about the relationship between it and its actual and potential users. The latter have to know the library is there and be made aware of what is has to offer. They must use the service, support the financing of it and be willing to continue to do so over time.
Every organisation and every library within it should have a marketing plan which derives from their respective missions. The library's purpose will derive from the aims and objectives of its parent organisation and how the library staff interpret them
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Product
The library provides a collection of services, which are its product.
"Goods are used but service is experienced" operating department practitioners, researchers, students, managers and, in some cases, patients 13 . Marketing jargon describes these groups as 'segments'. The segment has to be easy to both identify and differentiate.
The segment needs to be easily accessible and it needs to be sufficiently numerous to make it cost effective to target. Common groupings for health libraries might be geographic, occupational, employer, or status (e.g. qualified or student). Another segment might be identified by virtue of the benefit they hope to obtain or the information need they hope to fulfil -better examination grades, sources of research funding, access to 
Place and virtual place
Expectations are formed as soon as the library is encountered 16 . . Ways of promoting the website might include providing examples of 'real' people who have used the site for specific purposes, identifying champions who can be seen to be using the system, and organising events around information available on the site.
One author 19 has indicated that"users will only return if the site offers what they want: instant gratification, helpful links, good navigation features and currency". Online information should be localised or, better, personalised, while not entirely divorced from some form of face-to-face support. 20, 21 . Users may be identified by name when they log in. E-mail can serve to welcome new users to the service, alert them that their books are due for renewal, their reservation has arrived, that new books are in stock, of the contents of journals they have pre-selected and so on.
Importantly the user can also respond directly to messages or through The library must also be concerned about its own costs 24 . Library staff must be used cost effectively but is the fact that library staff are willing to help with basic queries, which may not seem basic to the enquirer, one of the factors that attracts people to the library? To a library manager a small site library may be an expense; to a nervous user it is a positive benefit. It is possible for libraries to charge for specific services or particular user
groups. An NHS library may charge employees of a private hospital to use the service, either individually or corporately. A charity library may offer its specialised knowledge on a subscription basis. Though bearing a price, these are still services which could be promoted, to the right group.
Promotion
Marketing and health Libraries M. . A number of techniques can be used to promote the library. Table 1 indicates some of the promotional tools.
They are not all of equal value and some will work with some users and not others. Most important to remember is that promotion is not synonymous with marketing. It operates as a tool of the overall strategy.
A promotional campaign can be thought of as a way of communicating with a specific group of users (or non-users) about a specific service (or set of services) 25 . For the sake of clarity each campaign should have a specific purpose or 'unique selling proposition'. Health libraries are unlikely to be paying to advertise their services on television, radio or in the press. Most libraries will produce publications, which they can distribute to users or within their organisation. These might take the form of guides to the collection, to services, opening hours and contact information. They may be in the paper form of fliers, notices or the electronic form of email or web pages.
Evaluation
The . Although some larger libraries or regional units may have staff specifically responsible for marketing, rarely will this be the case for health libraries, at least in the UK 30, 31 . 
